Introduction
Sociological research on the use of and the advertising for psychotropic drugs has primarily focused on women, and for obvious reasons:
women constitute a majority of the users and the key focus of the gender portrayals in psychotropic drug advertising (Ettorre & Riska 1995) .
The overrepresentation of women has been given two sociological interpretations. One is based on sex-role theory, which assigns women the emotional attributes easily recognized as needing medical attention (Cooperstock 1971 ). Another is derived from the medicalization thesis, which suggests that women's everyday concerns and anxieties are medicalized, i.e., viewed as medical problems, and therefore to be medicated by means of psychotropics. A corollary to these assumptions is that medicalization serves as a means of the social control of women and of keeping them in a subordinate social position vis-à-vis men, within the family and in society at large (Pugliesi 1992; Riessman 1992) .
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We would like to thank Jan Wickman, Elina Oinas, and Katherine McCracken for their comments on an earlier version of this paper. This study has been financed by a grant from the Finnish Society of Sciences and Letters. It is not only the invisibility of men as users that is of concern but also the undertheorization of men's use. This lack of theorization is related to at least two implicit and contradictory assumptions. The first one is that men's level of use is a reflection of a "proper" level of use and an "objective" evaluation of men's mental health.
The second is the assumption that men's low level of use of psychotropic drugs is explained by their use of other substances:
men self-medicate their problems by resorting to alcohol or even illicit drugs. This substitution-hypothesis -i.e., men use other substances than women do for the same problems -has been so taken for granted in past research that, in fact, there is hardly
any research that has empirically tested this assumption. But, rather than simple substitution, men's use seems to be dual in nature -men use both alcohol and psychotropic drugs more than women do when they have severe mental health problems (Ettorre & Riska 1995; 2001) .
Unlike the feminist critique of the medi- Studies that have grappled with the issue have found that advertising constitutes a major source of information on new drugs for practicing physicians and that this information tends to be deficient (e.g., Lexchin 1987; Caudill et al. 1992; Herxheimer et al. 1993; Wilkes et al. 1992) . Today the Internet supplies physicians with new medical and pharmacological information, although there are few studies so far on this subject.
Method and material
All the advertisements for psychotropics The qualitative analysis looked at the advertisements that portrayed male users, and at the character of the social setting, social interaction, and gendered situation.
In the gender portrayals of male users the medication is shown to restore the man to being an active agent and having the social and emotional capacities to face the external world. The drug is pictured as a safe and efficient way to reinvigorate a masculine self.
Male patienthood was constructed around the representation of men as suffering from depression. Men's mental health problems were mainly located in the pri- 
A restoration of men's ability to bond with family
A major category of the pictures of men showed a man in the company of other people, a social situation portraying the man as able to interact with either his wife or his parents because of the prescribed drug. Men were shown as having a relational problem only in the private sphereno men were pictured in a similar situation at work. They were indeed pictured at work with others but in that case as the external gendered framework of women's problem at work -as a kind of gendered frame in the periphery of the picture -so as to highlight the structural constraints and hence problems of the woman at work and her need for an antidepressant to medicate her anxiety about countering hegemonic masculinity (Connell 1987; . In con- 
The ontological insecurity of men
In the pictures in which men appear alone, the diagnosis of generalized anxiety is not related to the external environment but portrayed as related to men's existential being. The ads convey an essentialist view of the inner core of men as something primordial and given that should be in equi-librium. There is a notion suggested by these pictures that a man who is in control of his inner self has a healthy male identity, a state that defines his ontological security as a man (see Whitehead 2002, 210) 
Conclusion
The results of the quantitative analysis of this study can briefly be summarized as 
